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FSC-414-C 


910-741-5000 
Winston-Salem, N.C. 27102 


October 12, 1994 


TO ALL FIELD SALES PERSONNEL 


SUBJECT: CO-MARKETING PROMOTION ACCRUAL PROGRAM FIELD 
BROCHURE "CREATING GREAT PROMOTIONS" 


In order to assist you in the planning and implementation of the Co-Marketing 
Promotion Accrual Program, please refer to the following brochure "Creating Great 
Promotions". This brochure, available to all levels of our Field Sales organization, was 
developed with a two-fold purpose: 1) provide an initial idea exchange of successful 
promotions and their principles, and 2) share basic Point-of-Sale techniques that may 
enhance our communication of Co-Marketing promotions to the consumer. 


As mentioned in the September issue of the Sales Merchandiser, the ongoing 
communication of promotional ideas remains important to the future success of the Co- 
Marketing program. If you have developed a Co-Marketing promotion that was 
particularly effective at retail, please send specifics (preferably with color photo) to: 

John Olenick, Sales Merchandiser Editor-10401 

c/o R. J. Reynolds Tobacco EMAN, 

Р. О. Box 2959 

Winston-Salem, NC 27102-2959 


Program contact: М. L. Buckler (1625) 


R. J. REYNOLDS TOBACCO COMPANY 


Attachment 


"We work for smokers.” 
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POS only has a few seconds to attract attention. Here are some сазу ways 
to cut through the clutter and create a message that stands out and gets 
results: 


MAKE YOUR OFFER THE STAR OF THE MESSAGE. 
That means the offer itself will have to generate excitement, enthusiasm 
.. and results. 


KEEP THE DESIGN SIMPLE. 
Make it casy to see. Easy to read. Don't feel you have to fill every inch of 
space. 


KEEP WORDS SHORT. WRITE IN THE PRESENT TENSE TO CREATE 
IMMEDIACY. 
Good POS writing is lean. Use short sentences, and bulleted points. 


KEEP ADJECTIVES TO A MINIMUM. | 

Eliminate words like ‘exciting’, ‘beautiful’, and ‘fantastic’, to keep excitement 
high. Your message works better if its entire structure is devoted to producing 
a benefit that demands action. 


li it makes it easier, 
pencil your 
message in betore 
adding marker 
color. 
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There are many 
elective types of 
promotions, 


Use simple 
graphics that relate 
lo your offer, like 
the cup shown 
above. 
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FREE 15 А MAGIC WORD. 
People love anything that is free. 


зо ON PRICE PROMOTIONS. 
KW Specify the lowered price vs. the amount saved. 


COLOR ATTRACTS ATTENTION. 
Try to use 2 colors in designing your message. On a white background the 
two colors can be black and either red, or green. 


MESSAGES ARE EASIER TO READ IF THEY ARE IN UPPER AND LOWER 
CASE TYPE. 
Underline or capitalize only the word(s) you want emphasized. 


IF YOU USE GRAPHICS, USE ONLY ONE IMAGE AND BE SURE IT APPLIES 
DIRECTLY TO THE OFFER. 
In other words, your picture should support what you are saying. 


THE FINAL TEST FOR YOUR PROMOTIONAL MESSAGE? 
Ask yourselí: Is my message clear? 1$ my message logical? 


DO use upper and 
lower case letters 
for the majority of 
your mossapoe. 


DO use 2 colors - 
black and red or 
black and green, 


DON'T cover-up 
warning labels, or 
acd additional 
slickers which | P 
Create clutter. U D А. VEN DONT write in 
Бин script. (s hard to 
road, 





This brochure was compiled to help you capitalize on 
the materials and resources available to you, in order 
to develop exciting and innovative promotional offers, 
and create eye-catching messages that cut through store 
clutter and move product. 


We invite you to use these new ideas and guidelines to 
design breakthrough promotions for your C-Store clients 
and their customers. 
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